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Abstract 
The researcher mainly describes speech acts used in Bon Appetite food 
advertisements by (1) identifying the types of speech acts, and (2) figuring out the speech 
act patterns in the advertisements.  
This research was conducted by using a descriptive qualitative method. The data 
were collected from Bon Appetite published in March to May 2016 which were in the form 
of words, phrases, clauses, and sentences. After being collected, the data were analysed 
based on speech acts theory by Austin. Data trustworthiness was achieved through 
triangulation. 
The findings of this research reveal two important things. Firstly, from 30 data, it 
is found that statements serve as the highest type of locutionary acts which are aimed at 
providing information of the products, commisives serve as the highest type of 
illocutionary acts which are aimed at offering the benefits of the products, and to get the 
readers to expect something serve as the highest type of perlocutionary acts which are 
aimed at giving impact to the readers. Secondly, there is Statements-Commisives-Expect 
as the most frequent pattern used by the copywriters.  
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CHAPTER I 
INTRODUCTION 
 
A. Background of the Study 
Nowadays, food can be categorized as a part of lifestyle. Many entrepreneurs 
are trying to compete each other with providing new business ideas after seeing 
food as an essential consumable item. Entrepreneurs can advertise their products in 
order to keep their business exist in the community buzz. Advertising has served a 
critical purpose in the business world by enabling sellers to effectively compete for 
the attention of buyers. These purposes have served in the form of lingual units, i.e. 
words, phrases, clauses, or sentences in their headline of the advertisement. These 
lingual units only make sense when they were used in the proper contexts. Many 
advertisers provide their context via illustration behind headline. This is the first 
thing that leads the researcher to the choice of investigating advertising goals 
towards the reader.  
According to Brierley (2005:1), aside from advertisements being viewed, 
read and listened to, advertisers try to get audience to practice advertising as well 
as consume it and they often succeed. There are many ways to promote products. 
Promotion decision must be integrated and co-ordinated with the rest of the 
marketing mix, particularly product or brand decisions, so that it may effectively 
support an entire marketing mix strategy. Mass media has served to promote
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product for many years. Because of the unlimited numbers of mass media, the 
researcher limits the object.  
The researcher chooses magazines for several characteristics. Firstly, 
magazines have loyal subscribers which can maintain the existence of the 
magazines. Secondly, magazines are generally financed by advertisements. Thirdly, 
magazines always provide up-to-date information about certain lifestyles to the 
reader.  
According to www.rogersmagazineservice.com, Bon Appétite is one of the 
North America’s favourite food magazines. This website conducted a simple survey 
about the interest of the subscribers about their favourite magazines. There are five 
characteristics in the survey which support the significance of carrying out a speech 
acts research on Bon Appétite. Bon Appétite contains high quality photos, well 
written articles, engaging articles, up-to-date content, and insightful analysis. Adam 
Rapoport, the newest editor in chief of Bon Appétite, claims that Bon Appétite was 
relaunched with freshest concept about five years ago. 
Acheoah (2012:35) suggests that ‘advertisers are not unaware of the nature of 
communication; they have known that communication could make or destruct 
society, unite or separate people, foster or destroy ties, promote or hinder 
patronage’. From this point, language should be appropriately used in 
advertisements. From the linguistic point of view advertisers can achieve their 
illocutionary goals by skilfully manipulating linguistic and para-linguistic elements 
of communication. However, there is still a gap of miscommunication between 
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advertisers and the readers. The researcher is encouraged to reveal the hidden 
meaning that might be found on the selected advertisements.  
Speech Acts theories which are widely known as “How to Do Things with 
Words Theory” (Austin, 1976) are taken into account in this research. Speech acts 
is a part of pragmatics since pragmatics is the study of the relationship between the 
linguistic forms and the users of those forms (Yule, 1996:4). From the definition, it 
is seen that pragmatics has many aspects that can be studied in linguistics. It can be 
used not only to analyse the linguistic forms like what can be done by other 
branches of linguistics, but also to analyse the context of utterances. Since 
pragmatics does not simply study about a certain linguistic form, some aspects 
related to the context of communication have to be considered. 
The theory was further modified by Searle (1977) in which he classified 
speech acts categories. According to Austin in Mey (2001:111), there are three 
aspects of speech acts: locutionary acts, illocutionary acts, and perlocutionary acts. 
Those three aspects cannot be separated from context since it is possible for one 
utterance to mean differently from different speakers, for different hearers, at 
different times, or different places. 
There are two related studies that become references to this study. One of 
them is conducted by Indah Rukmanasari (2012). She analyses speech acts in the 
Date Night movie entitled A Pragmatic Analysis of the Main Character’s Speech 
Acts in Date Night Movie. The research goals are to identify and to describe the 
kinds of speech acts focusing on the employment of illocutionary acts and the kinds 
of conversational implicatures. The findings of the research reveal two important 
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points.  First, there are four kinds of illocutionary acts performed in Date Night; 
they are representatives, directives, commissives, and expressives. Second, there 
are two types of conversational implicatures in the main character’s speech, i.e. 
generalized conversational implicature in which the main character’s intention is 
explicitly uttered, and particularized conversational implicature in which the main 
character’s intention is implicitly uttered. 
Another analysis of speech acts is conducted by Widyaka (2014) in his thesis 
entitled Speech Acts Analysis in the Slogan of Car Advertisements in Jawa Pos 
Newspaper. He analyses the types of sentences and the types of illocutionary acts 
used in slogan of car advertisements. It is found that the slogan apply speech acts, 
especially locutionary acts and illocutionary acts. Furthermore, the most frequent 
type of illocutionary acts found in the slogan of car advertisement is representatives. 
Similar to the two previous studies, the researcher analyses the use of speech 
acts on advertisements. The different object, advertisements, in this research may 
give new findings that may lead to different results. There are still few numbers of 
speech acts analysis about food advertisements. Food advertisements are interesting 
to be observed since foods are no longer basic need but also part of a lifestyle. 
Methodologically, this research employs a qualitative method in which the 
researcher acts as the key instrument and the data sheets acts as the secondary 
instruments. The object of this research is food advertisements from Bon Appétite 
published in March to May 2016. The data are in the form of lingual units, i.e. 
words, phrases, clauses, or sentences. The data analyses of this research are based 
on the findings of the speech acts classifications that arise in the body of food 
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advertisements. The trustworthiness of the data is conducted through the 
triangulation by checking the data source, the method, and theories by the help of 
two linguistics students as triangulators. 
B.  Research Focus 
It has been stated in the background of the study that people often find 
difficulty in understanding the intended meaning of the phrases or sentences 
delivered by advertisers. There are some factors that influence the interpretation of 
the meaning of the phrases or sentences. Firstly, the advertisers may use uncommon 
vocabularies. The use of certain vocabulary depends on the origin of the user. 
Different users from different areas have their own vocabulary to describe universal 
things. It is possible if others do not know the meaning of certain words. Different 
people have their own way to deliver certain meaning. Secondly, the factor which 
will cause difficulty in interpreting the meaning is sentence structure. This happens 
when people from different area use incomplete sentence structure. It is difficult to 
interpret the meaning if the hearers do not understand the speaker’s style. Thirdly, 
context can also create different meaning. Context involves social and cultural 
background. Some people from different areas might have different interpretation 
of the same word. The last factor which causes difficulty in interpreting the meaning 
of the advertisements is speech acts. People often do not realize that when they are 
saying something actually they are also doing something. The problem is in the 
factors which will influence different uses of speech acts. Different people will use 
different speech acts depending on some factors around them. 
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 By considering the problems above, the researcher decides to focus on the 
last problem that is speech acts since the characteristics of speech acts used in the 
advertisements are interesting to be observed in relation to the context of utterances. 
In this study, a pragmatic approach is used to find out the types or classifications of 
speech acts in advertisements. Analysing the advertisements in Bon Appétite, the 
research focuses on delineating the types of speech acts and finding out the patterns 
of speech acts that exist in Bon Appétite food advertisements. 
C. Objectives of the Study 
In accordance to the formulations, this study is aimed at analysing speech acts 
in Bon Appétite food advertisements. In particular, the objectives of this study are: 
1. to identify the types of speech acts of Bon Appétite food advertisements, 
2. to find out the patterns of speech acts types in the advertisements. 
D. Significances of the Study 
This study is expected to give some contributions in linguistics study both on 
theoretical and practical level.  
1. This study is just one of many speech acts studies in the department. However, 
it is expected that it may give more knowledge about speech acts including 
types of speech acts, and also how speech acts are used in the advertisements. 
2. Practically, this study can give insights to linguistic students in learning and 
studying speech acts particularly those used in food advertisement.  
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After reading this research, the producer and copywriter, are expected to be 
more creative in creating advertisement especially in the way language is used. 
Hopefully, this research inspires other researchers to develop or to conduct 
other research in the same scope with different subjects. 
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CHAPTER II 
LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK 
This chapter explores the literature review containing several theories used to 
guide the process of this research, brief description of Bon Appétite and previous 
studies related to the topic of this research. This section also conveys conceptual 
framework and analytical construct of the research. 
A. Literature Review 
1. Pragmatics 
Most definitions of pragmatics focus on Morris’s famous definition of 
pragmatics as “the study of the relation of signs to interpreters” (1983:6). More 
clearly, Levinson (1983:9) defined pragmatics as the study of those relations 
between language and context that are grammaticalized, or encoded in the structure 
of a language. 
Pragmatics is interested in the process of producing language and its 
producers, not just in the end-product, language. Mey (2001:21) demands that there 
are various pragmaticians varying interpretations of the term ‘use of language’, as 
well as of what is implied by the role of the language user. For instance, one can 
either consider ‘language use’ to be whatever happens when users are ‘doing things 
with words’; or, following a more restrictive procedure, one can demand that 
pragmatics refer explicitly to a user, whenever language is discussed. According to 
Meyer (2009:48) people need to understand the entire social context in which a 
sentence was uttered, a different level of interpretation that is studied in pragmatics,
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 which explores the role that context plays in the interpretation of what people say. 
In short, pragmatics is a study of the meaning of utterances in relation to their 
context which involves how speakers can produce the best utterance to deliver their 
intention and how listeners can interpret the true intention of the speaker’s 
utterance. 
2. Speech Acts and Their Classification 
The most famous representative is John. L. Austin, the ‘father of speech act 
theory’. His book How to Do Things with Words (1962) contains a concept that the 
Speech Act Theory employs the speaker-centred model when the meaning of acts 
is conceptualized. Yule (1996: 47) uses the term speech acts to refer to the actions, 
which are performed via utterances. In line with Yule, Sadock in Horn and Ward 
(2006: 54) explains more about the point of Austin’s lectures was, in fact, that every 
normal utterance has both a descriptive and an effective aspect: saying something 
is also doing something.  
Speech acts itself are defined by Center for Advanced Research on Language 
Acquisition (CARLA: 2015) as an utterance that serves a function in 
communication. Speech acts include real-life interactions and require not only 
knowledge of the language but also appropriate use of that language within a given 
culture. Grundy (2008: 71) states that speech acts are language as action. Speech 
acts, which explore the performative nature of utterances, are the ways in which 
what people say to each other has force as well as content. There is an intention as 
content of what people say that is delivered via language with its force to get the 
message inside the utterances. However, language is the principal means that people 
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have to greet, compliment and insult one another, to plead or flirt, to seek and supply 
information, and to accomplish hundreds of other tasks in a typical day. Similar to 
Grundy and other experts on pragmatics, Finegan et.al (1997: 345) state that speech 
acts are actions carried out through language. 
The original distinction between the different aspects of speech acting is due 
to Austin (1962). Austin (1976:13) defines speech acts as a statement not only 
describes a situation or states some facts, but also performs a certain kind of action 
by itself. Speech Act Theory demands that when an utterance performed, it can be 
analysed on three different levels. They are locution, illocution, and perlocution 
(Yule, 1996:48).  
Locutionary acts are the real word that is uttered by the speaker and contains 
the speaker’s verbalized message. It can be in the form of statements (declarative 
locution), questions (interrogative locution), and commands (imperative locution). 
The interpretation of the locutionary acts are concerned with meaning, for example: 
“I am going to the market”. 
 Illocutionary acts are the power or intention behind the words that is uttered 
by the speaker. It indicates the speaker’s purpose in saying something. The 
speaker’s expression can be in the form of recommends, offers, promises, etc.  The 
interpretation of the illocutionary acts are concerned with force, for example: “I will 
go to campus at 8.am”. In this utterance, the speaker has made an action of 
“promise” via language to go to the campus at 8 a.m. 
 Perlocutionary acts is the effect of the illocution on the hearer, such as the 
effect on the feelings, thoughts, or action of hearers. According to Austin 
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(1976:108), it is what people bring about or achieve by saying something such as 
to get hearer to know, to get hearer to do something, to get hearer to expect 
something, to get hearer to show pleasant feeling and to get hearer to praise, for 
example: if someone shouts “Fire!” and by that act causes people to exit a building 
which they believe to be on fire. There is another example: a teacher says to the 
students “please study hard or you’ll fail on final examination”. The illocutionary 
act might be advising or suggesting but the perlocutionary act may be intimidating 
for students. 
 Austin in Horn and Ward (2006: 55) illustrates locution, illocution, and 
perlocution in an utterance “Shoot her!” as follows. 
Act (A) or Locution 
He said “Shoot her!” meaning by shoot “shoot” and referring by her to 
“her.” 
Act (B) or Illocution 
He urged (or advised, ordered, etc.) to shoot her. 
Act I or Perlocution 
He persuaded to shoot her. 
In Act (A), the concept is concerned with what is said by the speaker aspects. 
The grammatical and phonological aspect is the main topic. The focus is that 
whether the utterance is meaningful or not so that the hearer is able to capture what 
the speaker says. Next, the Act B or illocutionary is concerning the speaker’s 
purpose or intention when performing this utterance. Therefore, the illocutionary 
functions (ordering, advising, or requesting) are the important point here. Finally, 
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in Act (C), both locution and illocution of the utterance are interpreted by the hearer. 
The effect of the utterance that speaker performs to the hearer is the main focus. In 
the other word, locutionary acts are the simple act of saying words and the meaning 
of those words which are spoken by the speaker. While, illocutionary acts are what 
is done the speaker is saying something, and finally perlocutionary acts are the 
effect that arises when the speaker is saying something. 
Those three kinds of speech acts above can also be used to distinguish an 
utterance which is a speech act and one which is only a statement by considering 
the context. Statements mean that by saying something the speaker does not have 
certain intended meaning in mind and his or her utterance does not cause an action 
for the hearer. 
Searle via Mey (2001:120) divides illocutionary speech acts into five 
categories: representatives or assertives, directives, commisives, expressives, and 
declarations. 
a. Representatives or Assertives 
Representatives are kind of speech acts which state what the speaker believes 
to be the case or not. The types includes stating, claiming, informing, concluding, 
representing, deducing, describing, reporting, etc., For example, “I call him a liar.” 
The speaker here does the act of describing by telling the hearer that he/she is a liar 
based on speaker’s experiences. 
b. Directives  
In this type of speech acts, the speaker wants to ask someone else to do 
something. Acts of suggesting, commanding, ordering, requesting, inviting, are all 
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the examples of how the speaker expresses his or her wants, for example, “I order 
you to make me a coffee.” In this sentence, the speaker asks the hearer to make 
her/him a coffee. 
c. Commisives 
When the speaker uses commisive acts, it means that he or she will commit 
some future action. The acts are offering, threatening, recommending, refusing, 
vowing, guaranteeing, and refusals, for example, “I will be there at a 5 o’clock.” In 
doing the act of commisives, the speaker says a promise to come at five. 
d. Expressives 
It is a kind of speech acts that states what the speaker feels. The form of 
expressive can be statements of pleasure, pain, like, dislike, joy, sorrow, etc. In this 
case, the speaker makes the words fit with the situation which his or her feeling also 
includes in it. The type includes thanking, apologizing, praising, regretting, etc., for 
example, “I congratulate you on winning the race.” By telling so, the speaker shows 
his or her appreciation to the champion. 
e. Declarations 
Declarations are a kind of speech act that change the situation via speaker’s 
utterance. In order to perform a declaration correctly, the speaker has to have a 
special institutional role, in a specific context. The acts of declaration are 
appointing, nominating, sentencing, firing, etc., for example “I find you guilty as 
charged.” By telling so, the speaker declares that the hearer is guilty. 
In social communication, different social variables: age, sex, and social 
condition make people speak indirectly. Indirect speech acts are related to 
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appropriateness. Indirect speech acts are made for politeness, not vice versa. To 
make appropriate choices does not necessarily mean indirect speech acts. 
In terms of directness, Yule (2010:134) proposes two ways of communication 
(performing acts) that are direct and indirect speech acts. 
a. Direct Speech Acts 
Direct speech acts are whenever there is a direct relationship between a 
structure and a function. For example, the utterances “Can you ride a bicycle?” that 
also means asking someone ability. Moreover, the speech act is “direct”, when there 
is a relationship between the structure and the function. In direct speech acts, there 
is a direct relationship between their linguistics structure and the word they are 
doing. It occurs in some situation such as the speaker must be in a position to direct 
the hearer to perform the acts, must not be something which has already happened 
or would happen anyway, and other condition called as felicity condition. 
b. Indirect Speech Acts 
Indirect speech acts happen whenever there is an indirect relationship 
between a structure and a function. Moreover, indirect speech acts are performed 
indirectly through the performance of another speech act, for example, the 
utterances “Can you pass the salt?” In this example, the speaker is not really asking 
a question about someone’s ability. In fact, people do not normally use this structure 
as a question at all. Normally, it is used to make a request. A syntactic structure is 
associated with the function of a question. However, the sentence is associated with 
the function of a request. Whenever one of the structures in the set above is used to 
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perform a function other than the one listed beside it on the same line, the result is 
an indirect speech acts. 
3. Advertisements 
Promotion through media becomes a basic strategy for producers to market 
their products and increase their profits, and people can find it almost everywhere. 
They exist in magazine, newspaper, TV, even on the side of the road (billboard). 
They are used to tell the customers that the products being advertised are the best 
choice available in the market. Advertisements contain phrases, clauses, or 
sentences that carry particular speech act.  
The definitions of advertising are many and varied. It may be defined as a 
communication process, economic, and social process, a public relation process, or 
an information and persuasion process, depending on the point of view. Goddard 
(2002) says “we all recognize the type of advertising text that occurs in newspapers 
and magazines, where a product is being presented as desirable for us to buy”. 
Another slightly complicated definition is stated by Arens et.al (2008:7) which 
describes advertising as “the structured and composed non-personal 
communication of information, usually paid for and usually persuasive in nature, 
about products (goods, services and ideas) by identified sponsors through various 
media”. 
According to Duncan (2005:7) advertising is an unprivate thing, an 
announcement which is paid by an identifiable sponsor. This is in line with Wells 
et.al (2006:5) who state that advertising is paid persuasive communication that uses 
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non-personal mass media as well as other forms of interactive communication to 
reach broad audiences to connect an identified sponsor with target audiences. 
A company uses advertising in order to convince people that their product 
will be beneficial for them. Solomon (2013: 46) states that through advertising, 
consumers are led to believe that products have magical properties. The products 
will do special and mysterious things for consumers in a way that will transform 
their lives.  
In short, it can be synthesized as follows. Firstly, advertising is media 
messages that communicate the ideas, messages, services, or products through mass 
media such as television, radio, newspaper, and magazine. Secondly, advertising is 
a tool of communication. Advertisements persuade people to buy the products or 
use the services. Lastly, the function of advertising is to influence the product itself, 
that is, to introduce the products or services with their qualities and characteristics.  
a. Types of Advertisements 
 Advertising can be divided into some categories. According to O’Guinn, et 
al.(2000:330), in gaining its objectives, advertising employs some message 
strategies through some methods. In Advertising (2000), he states that there are ten 
messages strategy objectives in advertising such as: promoting brand recall, linking 
a key attribute to the brand name, instilling brand preference, scaring the consumer 
into action, changing behaviour by introducing anxiety, transforming consumption 
experience, situating the brand socially, defining the brand image, persuading the 
consumer, and invoking a direct response. In Principles of Advertising & IMC 
(2005), Duncan proposes five types of advertising specific to magazine such as: 
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gatefolds, tip-ins, BRCs, pop-up advertisements, and scent strips. Related to this 
categorization, the types of advertisements as described as follows. 
1) Types of Advertisements Based on Objective 
O’Guinn, et al. (2000:331-351) propose ten message strategy objectives in 
advertising. They define the goals of the advertisers and how those goals are 
achieved. The following are ten objectives and illustration of methods that are often 
used to satisfy them. 
a) Promoting brand recall 
It stresses a major goal of advertisers to get viewers to remember the brand’s 
name. Viewers may infer popularity, desirability, and even superiority from the 
case with which they recall the brands. So, there are several methods used by the 
advertisers. 
The first method is repetition. This is done not only through buying a lot of 
advertisements, but also by repeating the brand name within the advertisement’s 
copy itself. For example, Kibbles and Bits’ advertisement where the brand name is 
recalled repeatedly (p.333). 
 The second method is using slogan and jingles. Slogans are linguistic devices 
that link a brand name to something memorable, due to the slogan’s simplicity, 
meter, rhyme, or some other factor. For example, how Panasonic has reinvigorated 
its 30-year-old slogan Just slightly ahead of our time. Jingles do the same thing, just 
set to music, e.g. Two, two, two Mints in one and It keeps on Going and Going 
(p.333). 
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b) Linking a key attribute to the brand name 
Sometimes advertisers want viewers to remember a single attribute along with 
the brand name. The attribute helps in the recall of the brand name, and the brand 
name is linked to one key attribute. This type of advertising is most closely 
identified with the Rosser Reeves Unique Selling Proposition (USP) style. Good 
examples of successful advertisements of this sort are all-tempa-Cheer and the USP 
offered in ALTOIDS advertisement with a headline The curiously strong mints in 
front of a shiver person who use a thick jacket (p.334).  
c) Instilling brand preference 
It is fairly universal that advertisers want viewers to like (and better yet, 
prefer) their brand. Liking gets you closer to preference than does not-liking. It is 
measured in attitude and is expressed as a feeling. 
The first method is using feel-good advertisements. These advertisements are 
supposed to link the good feeling excited by the advertisements with the brand: you 
like the advertisements, you like the brand. The basic idea of this is that by creating 
advertisements with positive feelings, leading to a higher probability of purchase. 
E.g. iMac advertisements, But don’t ever, ever, ever want to be and Apple snob 
(p.335). 
The second method is using humour advertisements. The goal of humour in 
advertising is to create in the receiver pleasant and memorable association with the 
product. For example, Miller Lite Beer advertising with its headline Can You Beer 
Do This? (p.335). 
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The third method is using sexual-appeals advertisements. This kinds of 
advertisements directed toward humans, advertisements tend to focus on sex from 
time to time. In a literal sense, sex does not sell anything because nothing, not even 
sex, makes someone buy something. However, sexual appeals are attention getting 
and occasionally arousing, which may affect how viewers feel about a product. For 
example, the Iron Bed Company advertisement with a headline for a healthier sex 
life, you need more iron and an illustration that shows a couple who is doing sex 
under a blanket on the iron bed while their hand hold the bed iron (p.338). 
d) Scaring the consumer into action 
Fear is an extraordinary powerful emotion and may be used to get viewers to 
take some very important action. However, it must be used strategically and 
judiciously to work at all. There is fear-appeals advertisement used to scare the 
consumers. A fear-appeal highlights the risk of harm or other negative 
consequences of not using the advertised brand or taking some recommended 
action, for example, Body Alarm advertisement, a product used to face a crime 
situation, with the headline How to scream for help while being strangled. It 
capitalizes on fears of not being able to cry for help during a bodily attack (p.340). 
e) Changing behaviour by introducing anxiety 
 Like fear, anxiety is not pleasant. People might buy mouthwash, deodorant, a 
safer car, or even a retirement account and advertisers know this. Advertisers pursue 
this objective by playing on viewers’ anxieties. Social, medical, and personal-care 
produces frequently use anxiety advertisements. The message conveyed in anxiety 
advertisements is that (1) there is a clear and present danger, and (2) the way to 
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avoid this danger is to buy the advertised brand. For example, when Head & 
Shoulders dandruff shampoo is advertised with the theme You never get a second 
chance to make a first impression, the audience realize the power of Head & 
Shoulders in saving them the embarrassment of having dandruff (p.341). 
f) Transforming consumption experience 
The entire experience was somehow better than the sum of the individual 
facets. That feeling is at least partly due to your expectation of what something will 
be like, your positive memories of previous experience, or both. Transformational 
advertisements’ message attempt to create a brand feeling, image, and mood that is 
activated when the consumers uses the product or service. The idea behind it is that 
it can actually make the consumption experience better. For example, McDonald’s 
advertisement that shows a boy who is playing basketball with a cat. Then, he sniffs 
fries aroma while imagining McDonald’s chicken fries. After that, he leaps for it 
while gasps repeatedly. After years of advertisements by McDonald’s is actually 
transformed or made better by virtue of what you know or feel about McDonald’s 
each time you walk in (p.342). 
g) Situating the brand socially 
Advertisers have long known that by placing their product in the right social 
setting, the brand takes on some of the characteristics of its surroundings. 
Hopefully, this becomes the way in which the audience remember the brand, as 
fitting into this manufactured social reality. The first method is slice-of-life 
advertisements. By placing a brand in a social context, it gains social meaning by 
association. Often these advertisements are visual and depict a social setting; the 
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social context surrounding the brand rubs off and gives the brand social meaning, 
for example, Prudential advertisement that does it with words to their 
advertisement, Live well, Make a plan, Be your own rock beside an illustration of 
old couple who is dancing happily in their old age (p.343).  
The second method is light-fantasy advertisements. These advertisements 
allow viewers to pretend a little and think about themselves in the position of the 
rich, the famous, or the accomplished. For example, the average guy wearing a 
particular athletic shoe can feel like an NBA All-star (p.344). 
h) Defining the brand image 
Just like people, brands have image. They are the thing viewers most 
remember or associate with the brand. Image advertisements can be the answer to 
define the brand image. Image advertisements mean different things to different 
people. To some people, it means the absence of hard product information. To 
others, it refers to advertisement that is almost exclusively visual. In both cases, it 
means an attempt to link certain attribute to the brand, rather than to engage the 
viewers in any kind of discourse, such as using a tiger to indicate the strength of a 
brand (p.345). 
i) Persuading the consumer 
Its goal is to convince the viewers, through a form of commercial discourse, 
that the brand is superior. The first method is using reason-why advertisements. The 
advertisements point out to the viewers that there are reasons why this brand will 
be satisfying and beneficial. They begin with some claim, like Seven great reasons 
to buy brand X, and then proceed to list all seven reasons (p.345). the second method 
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is using hard-sell advertisements. These arse characteristically high pressure and 
urgent, for example, advertisements that use the words “act now” and “one-time-
only sale” (p.346.) The third method is using comparison advertisements. These are 
advertisements in which a brand’s ability to satisfy viewers is demonstrated by 
comparing the brand to those of competitive brand. The fourth method is using 
information-only advertisements. This advertisement presents facts about a product 
or service, for example, BMW gives viewers all kinds of information about its new 
7-series by showing the illustration of the car with some written information around 
it (p.347).  
The fifth method is testimonials advertisements a frequently used message 
tactic is to have a spokes-person who champions the brand in an advertisement, 
rather than simply providing information. There are three basic version of the 
testimonial message tactic. They are celebrity testimonial, expert spokes-person, 
and average-user testimonial. The next method is using demonstration 
advertisements. Seeing is believing is the motto of this school advertising. How easy 
an exercise machine is to use are all product features that can be demonstrated by 
using this method. 
Last but not least, there is advertorial. It is a special advertisement section 
designed to look like the print publication in which it appears. It is usually used in 
magazine or newspaper. Lastly, there is infomercial. This method shows in 50 to 
60 minutes of television time in a program. For example is a real estate investment 
program. 
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j) Invoking a direct response 
This method implores the viewers to act immediately, for example, call or 
click now advertisements. The example of this method is a TV program that shows 
a product and includes a phone number to be called to get the direct response. 
Usually, they give discount to the viewer who calls them soon. 
2) Types of Magazine Advertisements  
According to Duncan (2005:354), most media planners prefer buying space in 
paid-circulation magazines. Logic tells that people are more likely to spend more 
time reading a magazine they have paid for than one they received for free. 
Magazines offer a wider range of ways to present brand messages than newspaper 
do, although both are print media. The following are types of advertising specific 
to magazine: 
a) Gatefolds are two or more oversize pages that fold out from the magazine. 
b) Pre-printed advertisements called tip-ins are advertisements that are bound or 
glued into magazine but printed on heavier paper than the rest of the magazine. 
c) Business reply cards (BRCs) are postcard-size cards that are slipped between 
the pages, and tipped into the binding. 
d) Pop-up advertisements are three-dimensional advertisements that stand up 
when the magazine is opened to the page on which paper appear. 
e) Scent strips are patches that readers can scratch or pull off to elicit a smell. 
b. Functions of Advertisements 
According to Shimp (2007:246), valued advertising has five communication 
functions, namely: 
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1) Informing 
Advertisements make consumer aware of brands, educate them about features 
and benefits of using products, and facilitate a good creation of a product’s image. 
Because of its ability to reach a big number of consumer with relatively low cost, 
and its effectiveness in communicating, advertisements facilitate an introduction of 
new brands, increase demand for existing brands, and increase awareness of 
consumer to a brand. Advertisements also help existing brands to educate people 
about new benefit of their existing products. The examples of advertisements 
applying the function of informing are shown below. 
(a) Campbell’s soup, which is typically eaten for lunch and during other informal 
eating occasions, was advertised as being suitable for eating during formal 
family dinners or even breakfast. 
(b) Gatorade, which originally was used during heavy athletic activity, was 
advertised for 24eplenishing liquids during flu attacks. 
(c) Spesial K, a breakfast cereal, was advertised for afternoon or late-night 
snacking. 
 
2) Influencing 
An effective advertisement can persuade consumer to try the products and 
services being advertised. Sometimes, the persuasion can influence primary 
demand (create new demand for specific products from every brand), but most of 
the time, it will influence secondary demand (demand for a specific product from a 
specific brand). For example, Pond’s whitening beauty cream advertisement that 
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shows illustration a girl who uses the product with a girl who uses another product.  
The brand provides the illustration in attempt to influence consumers to purchase 
Pond’s. 
3) Reminding  
An advertisement will keep a brand “fresh” in consumer’s mind. 
Advertisement will help the brand to come up the consumer’s mind, and finally 
make them buy the product. For example, although Coca Cola is already known in 
the society, this product uses advertising in order to enriching the memory of trace 
for the brand such that the brand comes to mind in relevant choice situations. 
4) Adding Value 
Advertising gives more value toward goods or services by influencing 
consumer’s perception. Effective advertising will give an image that the product is 
more elegant or give more prestige compared to its competitors. For example, the 
cigarettes’ advertisements never show the product but deliver the message by 
provoking the reader with more elegant, more stylish, more prestigious, higher 
quality illustrations. 
5) Assisting 
One purpose of advertising is to assist companies in their efforts in marketing 
communication process, such as lottery, voucher giveaway, etc. For example, a 
clothing line held an online free give-away for the consumer who posts pictures on 
Instagram by using their product. 
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c. Components of Advertisements 
Ladd (2010:4) states that special attention should be given to the 
advertisement layout and other design considerations. When done correctly, printed 
advertising will grab consumer’s attention, appeal to their needs, communicate the 
company’s unique advantage and motivate consumers to take action. That kind of 
actions develop image of the brand over a period of time in the consumer’s mind-
set. 
 
1) Illustrations 
Though visual elements are not required, incorporating one will help draw 
attention to the advertisements. Research indicates that 70% of readers only look at 
the visual in advertisements, whereas only 30% will read the headline. Therefore 
incorporating one into the design will help expose advertisements to twice as many 
viewers. 
 
 
Figure 2. Components of Advertisements 
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2) Headline 
A headline is the most important element of a print advertisement. If it fails 
to grab the reader’s attention then the entire advertisements will likely go unnoticed. 
Headlines should contain 5 to 15 words which promote consumer benefits. 
Additionally, they may be presented as a statement, question, warning or as a news 
alert.  
3) Subheading 
The subheading is an answer or support to the question or curiosity that the 
main headline evokes and designed to further draw the reader into the 
advertisements. It can act as a break between the headline and the body copy and 
makes it easier for the reader to skim the advertisment for pertinent information.  
4) Body Copy 
The body copy contains the description of the offer by highlighting the 
product features, key benefits and supporting facts. The copy should persuade the 
reader to take action and make a purchase. A body copy is using no more than four 
to six lines of type. 
5) Signature  
An effective advertisement should always include a signature. The signature 
is where the business name, logo and contact information such as an address, phone 
number and web site address are located in the advertisements. Placement of the 
signature is most often located in the lower right hand corner of the advertisement. 
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4. Bon Appétite  
For decades, advertisers have been living in a comfortable mass media where 
all they had to do was produce an advertisement or plan a promotional program. 
Magazine is one of the important medium of advertising. It offers advantages which 
cannot be found in other media. The primary advantage is that magazine can reach 
specialized audience like women’s magazine, men’s magazine, teenager’s 
magazine, children’s magazine, etc; so that advertisement in those magazines can 
achieve their target audience. The second advantage is their high-level audience 
receptivity. Magazines also have the longest life span of all media. In addition, 
magazines have very rich potential reader because of a large pass along or 
secondary audience of family, friends, customer, and colleagues (Kleppner, 
1990:406). 
 
   
 
 
 
 
 
 
According to Barr (2016), Bon Appétite is an American food and entertaining 
magazine, first published in 1955. It is published by Condé Nast International and, 
as a magazine, considers itself to be a healthy life-style resource. They are aiming 
Figure 1. Bon Appétite’s cover 
Left to the right: March, April, and May 2016 edition 
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for an achievable balance. That means embracing while also eschewing. In other 
words, this magazine invites the reader to concern with what they eat and when and 
why they eat it. It was started as a bimonthly magazine in Chicago. The magazine 
was acquired by M. Frank Jones in Kansas City, Missouri in 1965.  
Cited from Condé Nast International, 74% of the readers are female. Also, 
46% of readers have college degrees and 36% are professional or managerial 
employment, 59% are married. The data are shown in percentages from 1,521,651 
audiences. Under supervision of Adam Rapoport, Bon Appétite successfully 
becomes one of the top ten USA magazines in 2013.  
B. Previous Studies 
There have been some researchers conducted researches that deal with speech 
acts. One of them is conducted by Indah Rukmanasari. Her thesis entitled A 
Pragmatic Analysis of the Main Character’s Speech Acts in Date Night Movie aims 
to identify and to describe the kinds of speech acts focusing on the employment of 
illocutionary acts and the kinds of conversational implicatures. Combines Grice in 
Yule theories while analysing cooperative principle. The findings of her research 
are as follows. First, there are four kinds of illocutionary acts performed in Date 
Night. They are representatives, directives, commissives, and expressives. Each 
subtype of illocutionary acts is used to deliver the speaker’s specific intention. 
Second, there are two types of conversational implicatures in the main character’s 
speech, i.e. generalized conversational implicatures in which the main character’s 
intention is explicitly uttered, and particularized conversational implicature in 
which the main character’s intention is implicitly uttered. 
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Another analysis of speech acts is conducted by Widyaka (2014) in his thesis 
entitled Speech Acts Analysis in the Slogan of Car Advertisements in Jawa Pos 
Newspaper. He identifies the types of sentences and the types of illocutionary acts 
used in slogan of car advertisements. Illocutionary acts were found in the forms of 
representatives, directives, and declaratives. Then, the types of sentences found in 
the slogan of car advertisements are declaratives which are used to give information 
and imperatives which are used to make someone to do something. Furthermore, 
the most frequent type of illocutionary acts found in the slogan of car advertisement 
is representatives. 
To sum up, both of them focus on speech acts. It is interesting to investigate 
the same topic, but using different approaches and objects. By using different 
object, the research can show different result as different context is taken. With 
regard to the background of the study and the previous studies, the researcher is 
inspired and motivated to conduct a study of speech acts in the organization of Bon 
Appétite’s advertisements. 
C. Conceptual Framework 
This study analyses speech acts in the organization of food advertisements 
in Bon Appétite. This study employs descriptive qualitative research in which the 
researcher concerns with the performance of speech acts. This research will be 
under the field of pragmatics. The object of this research is the advertisements on 
Bon Appétite issued in March to May 2016. This research uses Searle’s theory of 
speech acts via Mey (2001) and Yule (1996) to analyse the advertisements. This 
theory is applied in order to provide more comprehensive result of analysing the 
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advertisements. The current study is aimed to examine the types of speech acts used 
in the advertisements and to figure out the speech act patterns. By combining the 
theories, this research is hopefully able to present the most comprehensive findings 
of speech acts in Bon Appétite food advertisements. In conducting the analysis, the 
researcher uses a systematic way which is presented in the analytical construct in 
figure 2.
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Pragmatics 
Speech Acts Advertisements 
1. Statements 
2. Questions 
3. Commands 
1. Assertives 
2. Directives 
3. Commisives 
4. Expressives 
5. Declaration 
1. Get the readers to know 
2. Get the readers to do something 
3. Get the readers to expect something 
4. Get the readers to express feeling 
5. Get the readers to praise 
Perlocution Illocution Locution Functions Components 
1. Based on 
Objective 
2. Specific to 
Magazine 
1. Informing 
2. Influencing 
3. Reminding 
4. Adding value 
5. Assisting 
1. Illustration 
2. Headline 
3. Subheadline 
4. Body Copy 
5. Signature 
A SPEECH ACTS ANALYSIS OF BON APPÉTITE 
FOOD ADVERTISEMENTS 
Figure 2. Analytical Construct 
Types 
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CHAPTER III 
RESEARCH METHODS 
This chapter comprises the research method applied in conducting the 
research. It clarifies the type of study, the instrument used in the research, and the 
source of data. Furthermore, it also comprises the technique of data collection and 
the technique of data analysis. Finally, this chapter provides the information of the 
data triangulation. 
A. Research Type 
This research was a qualitative research. However, the researcher also used 
quantitative approach in processing the data. Vanderstoep and Johnson (2009:7) 
state that qualitative research produces narrative or textual description of the 
phenomena under study, whereas quantitative research specifies numerical 
assignment to the phenomena under study. This research definitely described the 
phenomena of the use of speech acts in food advertisements in phrases and 
sentences. However, the research was also conducted quantitatively in which it also 
stated findings in the form of numbers. The numbers was used only to strengthen 
the interpretation, so the main analysis was still conducted qualitatively.  
To be more specific, the type of this research was mostly descriptive 
qualitative research. The analysis of descriptive research is aimed at providing a 
complicated description or illustrating phenomena (Ritchie & Lewis, 2003:3). This 
research paid high attention to every prominent phenomenon that occurs during 
investigation of the main data, Bon Appetite food advertisements. It also tried to 
give an adequate description of the factual data of the phenomena and provided  
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a logical and rational interpretation based on relevant theories. The researcher 
investigated the phenomena of speech acts in food advertisements and specified its 
focus to the particular use of speech acts. Then, the researcher also analysed the 
most frequent used of speech acts pattern in those selected food advertisements in 
order to determine how valuable advertisements is arranged and works. 
B. Form, Source and Context of the Data 
The object of this research was food advertisements in Bon Appétite. The 
sources of the data in this research were Bon Appétite issued in March to May 2016. 
The data were in the form of words, clauses, phrases and sentences. The context of 
the data was the illustration provided by the advertisers. The researcher found 30 
food advertisements which were chosen from its classification that has been 
prepared before. 
C. Research Instruments 
The researcher was the primary instrument in this research. However, to 
obtain data more accurately, the researcher also used supporting instrument. Data 
sheets were used as the secondary instrument. The data sheets which were used in 
this research can be seen as follows. 
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“Get real. Get Jelly Belly” 
  √   √     √   
 
Note:  18/03 
18  : Page Number 
03  : Month of the Issue 
 
STT : STATEMENTS 
QUE : QUESTIONS 
CDS : COMMANDS 
 
ASR : ASSERTIVES 
DIR : DIRECTIVES 
CVS : COMMISIVES 
EXP : EXPRESSIVES 
DEC : DECLARATIONS 
 
knw : Get r to know 
dos : Get r to do something 
ect : Get r to expect something 
exf : Get r to express feeling 
prs : Get r to  praise 
 
 
 
Table 1. Sample Data Sheet of Types of Speech Acts in Bon Appetite Food Advertisements 
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D. Data Collection Techniques 
In preparing the data, the researcher used food advertisements in Bon Appétite 
issued in March to May 2016 as the source of the data. The researcher was not only 
collecting the data using purposive sampling techniques, but also selecting and 
classifying them according to particular classifications. The methods of data 
collection techniques were as follows: 
1. reading and note taking food advertisements, 
2. determining the selected advertisements, 
3. choosing only English full page food advertisements to be investigated, 
4. taking notes to the raw data, 
5. making and fulfilling the data sheet, and 
6. cross-checking the advertisements as the final step. 
E. Data Analysis Techniques 
Ritchie and Lewis (2003:200) claimed that unlike quantitative analysis, there 
were no clearly agreed rules or procedures for analysing qualitative data. 
Approaches to analysis were varied in terms of basic epistemological assumptions 
about the nature of qualitative enquiry and the status of researchers accounts. They 
also differed between different traditions in terms of the main focus and aims of the 
analytical process. 
In analysing the data, the researcher worked under a comprehensive 
framework in analysing speech acts including identifying the types of speech acts 
and also finding out the pattern of speech acts. The researcher applied content 
analysis methods in which the data were analysed based on the explored theory 
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(Cohen, Manion, & Marrison, 2007:4275). The process of the data analysis was 
started by reducing the raw data by sorting out the irrelevant data. Next, the 
researcher classified the data into data sheet based on the classification of two 
objectives of the study. After that, the data were analysed according to the applied 
theories. To gain trustworthiness, the data were triangulated by two students of 
English Language and Literature study program. The final step of data analysing 
process was drawing the conclusion based on the result of the research in order to 
answer the formulation of the problem. 
F. Data Trustworthiness 
Validity and reliability should be reconsidered in qualitative term for 
establishing the authenticity and trustworthiness of a research (Merriam, 2009: 
211). In this case, Lincoln and Guba (in Merriam, 2009: 213) use different terms 
for generalizability, internal validity, reliability, and objectivity in the 
trustworthiness of data. Having the similar meaning, they name those concepts as 
transferability, credibility, dependability, and conformability for the 
trustworthiness of qualitative research. To deal with this trustworthiness, the 
researcher of this research applied triangulation method, i.e. the cross-validation of 
qualitative analysis (Wiersma, 2009: 287). It approved the sufficiency of the data 
in the research.  
Firstly, the researcher used investigator triangulation. Doing investigator 
triangulation, the researcher applied peer correction. Other observers investigated 
the findings of the research found by the researcher. Here, the researcher conducted 
the triangulation of the data with two students having the same major as the 
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researcher in English Language and Literature Study Program. Secondly, there is 
data triangulation. Lastly, the researcher used theory triangulation. Theory 
triangulation in this research was conducted by using multiple theories in the 
process of analysing and interpreting the data.  
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CHAPTER IV 
FINDINGS AND DISCUSSION 
As mentioned in the objectives of the research, this research is aimed at 
identifying and explaining speech acts that exist in the advertisements texts in Bon 
Appétite used by the copywriter based on its types and discovering the patterns of 
the speech act in the advertisements. This chapter provides the results of this 
research which are divided into two parts, i.e. findings and discussion. The data 
findings show the appearance of types of speech acts and the patterns of speech acts 
found in Bon Appétite food advertisements. Meanwhile, the discussion explains and 
interprets the findings. The discussion section explores the analysis of each type of 
speech acts and the patterns of speech acts. 
A. Findings 
1. The Types of Speech Acts in Bon Appétite Food Advertisements 
Based on the research, there are three kinds of speech acts in Bon Appétite 
food advertisements analysed in this research, namely locutionary acts, 
illocutionary acts, and perlocutionary acts. Firstly, there are three types of 
locutionary acts found in the advertisements: statements, questions and commands. 
Secondly, there are three kinds of illocutionary acts found in the advertisements: 
commisives, directives and assertives. Declaration acts are not found in the 
advertisements because they are not relevant with advertisements. Expressive acts 
do not occur in the selected advertisement because they were used to express 
gratitude and express feeling. Finally, there are two types of perlocutionary acts 
found in the selected magazine. They are to get the readers to
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 expect something and to get the readers to do something. The findings of speech 
acts in Bon Appétite food advertisements are illustrated in the following table.  
Table 2: The Types of Speech Acts in Bon Appétite Food Advertisements 
No 
Speech Acts Frequency 
Percentage 
(%) 
1. 
Locutionary Acts 30 100 
 
Statements 
Questions 
Commands 
 
 
24 
1 
5 
 
80 
3.3 
16.7 
2. 
Illocutionary Acts 30 100 
 
Assertives 
Directives 
Commisives 
Expressives 
Declarations 
 
 
1 
4 
25 
- 
- 
 
3.3 
13.3 
83.3 
- 
- 
3. 
Perlocutionary Acts 30 100 
Get readers to do something 
Get readers to know 
Get readers to express feeling 
Get readers to expect something 
Get readers to praise 
 
 
4 
- 
- 
26 
- 
 
 
 
13.3 
- 
- 
86.7 
- 
 
Firstly, table 2 shows that from 30 data, statements serve the dominant 
frequency of all three types of locutionary acts. There are 24 data (80%) containing 
statements (declarative acts). The lowest frequency of locutionary acts is questions 
(interrogative acts) with only 1 datum (3.3%) after commands with 5 data (6.7%). 
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Secondly, based on classifications of illocutionary acts, there are 25 occurrences of 
commisives, 4 occurrences of directives, and one occurrence of assertives. Indeed, 
commisives become the most dominant type of illocutionary acts. Thirdly, the table 
shows that there are two types of perlocutionary acts found in the advertisements. 
They are to get readers to expect something (86.7%) and to get readers to do 
something (13.3%). Further explanation will be presented in the discussion section. 
2. The Speech Act Patterns in Bon Appétite Food Advertisements  
Based on the research, there are five kinds of speech act patterns in Bon 
Appétite food advertisements analysed in this research, namely Statements-
Commisives-Expect, Statements-Assertives-Expect, Commands-Directives-
Do, Commands-Commisives-Expect, and Questions-Commisives-Expect. 
The findings of speech act patterns in Bon Appetite food advertisements are 
illustrated in the following table. 
Table 3: The Speech Act Patterns in Food Advertisements 
No Patterns Frequency Percentage (100%) 
1 Statements-Commisives-Expect 23 76.7 
2 Statements-Assertives-Expect 1 3.3 
3 Commands-Directives-Do 4 13.3 
4 Commands-Commisives-Expect 1 3.3 
5 Questions- Commisives-Expect 1 3.3 
Total 30 100 
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Table 3 shows the speech act patterns formulated based on findings in table 
2. Statements-Commisives-Expect is the most frequent pattern found in Bon 
Appétite food advertisements. There are 23 data (76.7%) containing the pattern. On 
the other hand, there are three patterns showed once in the advertisement, namely 
Statements-Assertives-Expect, Commands-Commisives-Expect, and Questions-
Commisives-Expect (3.3% per pattern). Those patterns are a by-chance datum due 
to its frequency which is less than 3 data. Further explanation is presented in the 
discussion section. 
B. DISCUSSION 
In this section, the researcher addresses the research questions by providing 
detailed explanations of the findings and relates them to relevant theories which are 
previously discussed in Chapter II. This section is divided into two parts. The first 
part is the analysis of the types of speech acts. Then, the second part is the analysis 
of the speech act patterns. All the discussion includes examples of the data as well 
as the explanations of the analysis. 
1. The Use of Speech Acts in Bon Appetite Food Advertisements 
In this section, the researcher examined three types of speech acts in the 
selected food advertisements i.e. locutionary acts, illocutionary acts, and 
perlocutionary acts. The total number of advertisements being investigated is 30. In 
this section, seven advertisements are chosen to elaborate the types of speech acts 
displayed in table 2 in the findings section. There are three points formulated based 
on findings section. Firstly, the highest type of locutionary acts is statements. 
Secondly, the highest type of illocutionary acts is commisives. Lastly, the highest 
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type of perlocutionary acts is to get the readers to expect something. However, the 
researcher is not trying to exclusively explain all type of speech acts one by one 
because they are connected each other. In other words, it is impossible to explain 
each type without the presence of the others. 
a. Locutionary acts 
In Bon Appétite food advertisements published in March to May 2016, 
statements is the most frequent speech acts, with 24 times of occurrence. Two 
examples are explained in datum 7 and datum 18. 
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Locutionary acts: 
• Statements: MY STARBUCKS IS 
ALWAYS RICH AND FULL OF 
FLAVOR
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the readers to expect something
(Datum 7. 11/BA/04/16) 
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In datum 7, the advertisers intend to present Starbucks instant coffee package. 
It is an instant coffee that everyone can enjoy at home. This package claims to be 
as good as fresh-brewed Starbucks coffee. Just open a packet of Starbucks via 
Instant Coffee Colombia, add hot water, wait 10 seconds, and stir. The 
advertisement helps the readers to find new experience of drinking coffee at home. 
This craft is the answer of the Starbucks’ lover who wants Starbucks’ experiences 
at their home. The instant packages offer the same high quality coffee which is 
ethically sourced, artfully blended, and masterfully roasted. The headline is used to 
describe the same experiences that the readers will get whether they drink the 
product at home or in the coffee shop itself. The headline above is using statements 
(declarative acts) to inform the readers their quality. The copywriters use a bigger 
font than the name of the product itself in the word “always rich and flavor” to get 
readers attention about the taste of the product. The copywriters apply commisives 
to do the act of recommending by telling the readers that this product is rich and 
full of flavor. The headline is more than stating information but convincing the 
readers about the taste. The perlocutionary effect to the readers is clear: they are 
made to expect that even drinking at home, they can feel the same bar-taste. By the 
appearance of the new coffee instant package from Starbucks, everyone has an 
opportunity to be a barista at home. 
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Locutionary acts: 
• Statements: SOME THINGS NEED 
ARTIFICIAL COLORS. WE 
DON'T
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the reader to expect something
(Datum 18. 117/BA/04/16) 
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The headline above is about Oscar Mayer slow roasted turkey breast. In 
datum 18, the advertisement contains information of the product which is packed 
in statements or declarative acts. The advertisers want to show that the product is 
high-quality, slow roasted turkey breast by mentioning its features in the 
advertisement. In a glance, the readers would notice that there are no artificial 
ingredients, no artificial preservatives, no added hormones, no artificial flavour, no 
artificial colour, no gluten, and no by-products in this turkey breast. The readers 
would understand all of the information in a single headline “Some Things Need 
Artificial Colors. We Don’t.” Moreover, the copywriters bold the word “We Don’t” 
as it aims to convince the readers that they do not need artificial formula and always 
keep it natural.  From the headline above, it can be seen that the headline does the 
act of guaranteeing as a part of commisives. No artificial preservatives means that 
the product is minimally processed, which means the product are ensuring that 
consumers get the taste and texture they expect from high quality lunchmeats. This 
product also gives a guarantee of not containing any artificial colours. It means that 
what consumers see is in the surface what they get. The advertisers bravely give a 
guarantee to the readers that the product is safe and natural. The perlocutionary 
effect to the readers is clear: get the readers to expect natural roasted turkey breast 
from this brand. 
In Bon Appétite food advertisements published in March to May 2016, 
commands occur 5 times. Datum 2 is presented as the example of this type. Further 
explanation of datum 2 is presented below. 
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Locutionary acts: 
• Commands: SAVOR THE DARK 
WITH YOUR FAVORITE PAIRING
Illocutionary acts:
• Directives
Perlocutionary acts:
• Get the reader to expect something
(Datum 2. 25/BA/03/16) 
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The headline in datum 2 is about an intense dark chocolate bar named 
Ghirardelli. INTENSE DARK-Sea Salt is a line of exquisite dark chocolates from 
the master chocolatiers at Ghirardelli. Made with a high quality cacao, these 
decadent bars are luxuriously deep and velvety, with a rich, glossy sheen. Infused 
with superior-quality ingredients that add another level of flavour and texture, they 
are perfect for enjoying alongside fine wines and spirits, and a diverse array of other 
complementary foods. The advertisers give a mild command to the readers to try 
the product by using commands. Instead of using direct command word, the 
advertisers use the word “savor”. This headline also can be seen as directives in the 
perspective of illocutionary acts. The product invites the consumer to taste the 
product with their favourite pairing.  Every consumer is free to choose their 
favourite pairing to satisfy themselves. The brand suggests an idea for the readers 
to consider but the readers are free to choose whether consume the chocolate 
directly or add their pairing. The product itself already shows its exclusivity by 
referring it as “the dark”. The use of the noun phrase “the dark” can be seen as a 
trial from the copywriters to get readers attention that this product is more than 
ordinary chocolate. The perlocutionary acts on the consumer is clear: the consumers 
are expected to buy the product after see the advertisement. Hopefully, the readers 
can understand that this product can be consumed according to their taste.  
In Bon Appétite food advertisements published in March to May 2016, 
questions occur just once. This is the lowest type of locutionary acts occurred in the 
selected issues. The example is explained in datum 15. 
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Locutionary acts: 
• Questions: DID I DIE AND GO 
TO FOODIE HEAVEN?
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the readers to expect 
something
(Datum 15. 55/BA/04/16) 
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The advertisement uses questions or interrogatives that has a form of an 
auxiliary verb (did) + a question mark (?). The interrogative above is used to evoke 
the sense of personal communication with the readers. It causes the readers to 
cooperate with the text by having their own individual situation in mind about what 
is being advertised. The advertisement offers special sausage which is 100% 
natural, inclusive, and delicious. According to the advertisement as the context, the 
copywriters try to describe the happiness of eating delicious sausage from Al Fresco 
with the happiness of entering a heaven which contains delicious food as a heaven 
for the eaters. The headline above is regarded as commisives. The copywriters bold 
the word foodie heaven in order to show the perfect word that can represent a 
product guarantee to the readers. The headline above is more than simply stating 
about the existence of foodie heaven but also invite the readers to believe that such 
place does exist. The copywriters offer a foodie heaven through interrogative form. 
The perlocutionary effect to the consumers is clear: they are made to expect 
something. The consumers are made to expect delicious taste from perfect sausage 
which can bring them to a foodie heaven.  
b. Illocutionary acts 
In Bon Appétite advertisements published in March to May 2016, 
commisive acts occur 25 times. This is the most dominant type of illocutionary acts 
in the selected issues. Two examples are explained in datum 20 and datum 27.  
The advertisement below is the first example of commisives. In datum 20, the 
copywriters use statements easily to describe a package of instant coffee. The 
advertisement above is about Arabica house blend coffee labelled Gevalia. In a 
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single statement, the copywriters aimed to inform the readers that the product has a 
better coffee taste than its rival, Starbucks. To convince the readers, the copywriters 
show them a result from January 2016 national taste test of coffee drinkers carried 
out by an independent third party comparing Gevalia House Blend and Starbucks 
House Blend. The copywriters give a recommendation with confidence. When a 
reputation as strong as a warrant, the copywriters may make a strong 
recommendation to the readers. The statement is regarded as commisives. The 
advertisers give a recommendation to the readers about a better coffee to choose. 
The perlocutionary effect is clear: get the readers to expect a better taste house 
blend. 
The second example of commisives is datum 27. This advertisement below is 
about Stacy’s Fire Roasted Jalapeño Pita Chips. The advertisement below uses 
statements simply to describe the spicy taste of the new product. This brand 
introduces Fire Roasted Jalapeño Pita Chips as its new variant. The copywriters 
offer chips made from the real Jalapenos which are baked into every crisp bite. The 
advertisement tries to get consumer attentions with providing brand new unique 
spicy taste. This advertisement is categorized as commisives since the headline 
does the act of offering to the readers. In doing the act of commisives, the 
copywriters offer new variant. The perlocutionary acts is clear: the consumers are 
shaped to expect unique spicy taste from Stacy’s. 
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Locutionary acts: 
• Statement: BETTER TASTE NEXT 
TIME.
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the reader to expect something
(Datum 20. 120/BA/04/16) 
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Locutionary acts: 
• Statements: SOMETHING SPICY 
TO EXCITE
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the reader to expect something
(Datum 27. 88/BA/05/16) 
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In Bon Appétite food advertisements published in March to May 2016, 
directives occur 4 times. The example is explained in datum 9. Further explanation 
will be presented below. 
The headline of datum 9 is coming from Peets Coffee. The copywriters 
convince the readers to put drinking coffee into their top list of their daily activity. 
Sometimes, people buy such product by considering some reasons. Certainly, it 
must be positive reasons. In the headline, instead of directly offering the product, 
the advertisement is offering a high-class habit. Drinking coffee indicates a high-
class habit in European country. The readers can raise their self-respect by doing it. 
By raising a habit, the brand wants to increase the demand of the product. The brand 
invites the readers to identify which of the coffee bean that has a superior quality. 
In this advertisement, the copywriters use declaratives to give a mild command to 
drink coffee to the readers. From the illocutionary dimension, a mild command can 
be seen as directives. The perlocutionary effect is clear: to get the readers to do 
something that is brewing coffee from the advertised coffee product in every 
morning before start their activity. 
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Locutionary acts: 
• Statement: COFFEE FIRST. 
EVERYTHING ELSE SECOND.
Illocutionary acts:
• Directives
Perlocutionary acts:
• Get the reader to do something
(Datum 9. 33/BA/04/16) 
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Locutionary acts: 
• Statements: OVER 130 YEARS OF 
ITALIAN CRAFTSMANSHIP
Illocutionary acts:
• Assertives
Perlocutionary acts:
• Get the reader to expect something
(Datum 12. 43/BA/04/16) 
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In datum 12, the headline above is regarded as declaratives (statements). The 
copywriters use statement to describe Italy’s favourite cheese brand labelled 
Galbani. The headline contains information that the product has been exist over 130 
years ago. From illocutionary dimension, the headline can be seen as an assertives 
which is doing the act of informing. The headline helps the readers to understand 
the history of the Italian craftsmanship. From the headline, the readers would 
understand that over 130 years the Italian craft cheese, especially this product. The 
perlocutionary effect to the readers is clear: to get the readers to expect number one 
quality from the brand. The readers are shaped to believe that their ricotta and 
mozzarella is the best America’s choices. As the America’s choice, American 
would believe that this brand would be the perfect representation of Italian cheese 
craftsmanship. 
c. Perlocutionary acts 
There are 26 data in Bon Appétite food advertisements published in March to 
May 2016. To get the readers to expect something is the most dominant type of 
perlocutionary acts in the selected advertisement. Two examples are explained in 
datum 1 and datum 17. 
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Locutionary acts: 
• Command: GET REAL. GET 
JELLY BELLY
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the reader to expect something
(Datum 1. 18/BA/03/16) 
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The statement above is the headline of the original of gourmet jelly bean 
advertisement labelled Jelly Belly. Jelly Belly jelly beans are gluten free, peanut 
free, dairy free, fat free and vegetarian friendly. This brand offers one of 50 official 
flavours, namely, cotton candy. The headline is identified as imperative acts which 
is showed in the word get as an indirect order from the advertisers. It means that the 
readers are unconsciously motivated or persuaded to buy the product. Commands 
leads to the appearance of commisives which can be identified by the occurrence 
of the adjective real. The copywriters use the word real to guarantee the readers 
that they will get the real taste of cotton candy from Jelly Belly. From the headline, 
the perlocutionary effect is expected to be getting the readers expect something. 
The copywriters intend to give an offer to the readers to try cotton candy, one of 50 
official true-to-life flavours, from Jelly Belly. The readers are expected to be 
excited to try the new variant. 
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Locutionary acts: 
• Statement: BRING TUSCANY TO 
YOUR TABLE
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the reader to expect something
(Datum 17. 111/BA/04/16) 
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The advertisement is about VIVA Bertolli olive oil and garlic sauce. A bottle 
of VIVA Bertolli olive oil and garlic contains Italian taste of vine-ripened tomatoes, 
savoury garlic, and extra virgin olive oil blended sauce. The copywriters bring 
Tuscany theme in the illustration to get readers attention about the advertised 
product. By using statement in the headline, the copywriters also ask the readers to 
apply Tuscany theme. From illocutionary dimension, the headline above is regarded 
as commisives. The advertisers offer how to maximize their dinner with Tuscany 
theme. From the illustration, it can be seen that everyone is able to make ultimate 
Tuscan-dinner. They give tips to the readers how to bring Tuscany to the readers 
table which is very simple. The main thing of this dinner theme is seafood stew 
made with the product. The perlocutionary effect to the readers is clear: to get the 
readers to expect ultimate dinner with the brand. This brand help the readers to 
avoid ordinary dinner theme by providing more attractive and unique dinner theme. 
The product also can be used as the part of the theme.  
From 30 data in Bon Appétite food advertisements published in March to May 
2016, get readers to do something is the type of perlocutionary acts that occurs 4 
times. The example is explained in datum 30. Further explanation is presented 
below. 
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Locutionary acts: 
•Command: EXPLORE MORE CORES
Illocutionary acts:
• Commisives
Perlocutionary acts:
• Get the reader to do something
(Datum 30. 173/BA/05/16) 
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Datum 30 is the advertisement of Ben & Jerry’s Cores ice cream. The 
copywriters use imperative acts to give order to the readers to try three new variant 
ice cream from the brand. Instead of using direct commands, the copywriters use a 
mild command to get the readers to try it. It can be seen from the verb explore. The 
consumers are free to choose which one of those three new variants will be their 
new favorite. The copywriters also add an illustration of the new variant by showing 
three cups of ice cream which have different colours and different flavours. From 
illocutionary dimension, it can be seen that mild command is a part of directives. In 
doing the act of directives, the advertisement gives a mild command to the 
consumers. The perlocutionary effect to the readers is clear: they are shaped to be 
curious about the new taste and unconsciously directed to buy the product. 
2. The Speech Act Patterns in Bon Appétite Food Advertisements 
 The next analysis, to address the second research objective, is about figuring 
out the speech act patterns in Bon Appétite food advertisements. From 30 
advertisements, there are 23 data (76.7%) containing Statements-Commisives-
Expect pattern. As presented in table 2, it can be concluded that Statements-
Commisives-Expect is the most dominant pattern in the dimension of speech acts 
in written advertisements. This can imply that, based on table 2 advertising 
language can be effectively used to communicate, that is to offer products to the 
consumers. Whether new or classic, the product must be packaged in a fresh and 
attractive way to get consumers attention. 
Firstly, it can be seen that, the advertisers frequently use statements in the 
advertisement. In the selected advertisement, the type of sentence is dominated by 
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complete sentence form. The headline in datum 7 My Starbucks is always rich and 
full of flavor and the headline in datum 8 Practice Makes Patron can be the 
examples of complete sentence form. The advertisers use complete sentence form 
simply to state and to describe the information about the product. Then, the 
information is mostly about the quality of the product. 
Secondly, the selected advertisements are dominated by the use of 
commisives as the type of illocutionary acts. In advertising language, this is the 
duty of the advertisers to offer the products to the consumers. The copywriters need 
to make a certain promise to the consumer, for example: the product can do such 
things, or the consumer would enjoy such benefits. The headline in datum 3 Rich-
Velvety-Caramel-Perfection and the headline in datum 4 The Authentic, Naturally 
Fragrant Gourmet Rice! Can be the examples of the use of commisives in the 
selected advertisements. 
 Lastly, the advertisers have to create direct responses toward the consumers 
that they need to buy the product. This is the last dimension of speech acts, 
perlocutionary acts. The type of perlocutionary act is dominated by to get the 
readers to expect something. Copywriters must be able to create effective 
advertisements, predict consumers need and convince the readers that the readers 
need the advertised product. The example of the type of perlocutionary acts is 
presented in datum 18. By reading the headline Gobs of Free Time, the readers are 
shaped to expect that they will have a lot of free time if they use the advertised 
product to clean their kitchen’s stuff. To show full explanation, four examples are 
explained more comprehensively in datum 3, 4, 6, 8, 10, and 24. 
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 The headline above occurs in the advertisement of salted caramel syrup 
labelled Torani. The advertisement use statements (declaratives) to inform their 
quality to the readers. The advertisers simply state the quality of the products in the 
headline namely rich, velvety, and caramel. By reading the headline, the consumers 
will not hesitate to guess the quality because the copywriters describe its perfection 
as guarantees in a single headline. From illocutionary dimension, the headline is 
categorized as commisives. To a certain point, advertisements have to offer benefit 
of the product. The offer is made to influence the readers to buy the syrup. The 
product offers perfection. With the unique taste of rich, velvety, and full with 
caramel, hopefuly the readers will be convinced to try the syrup. The perlocutionary 
effect is clear: the consumer is shaped to expect perfection in every drop of the 
(Datum 3. 45/BA/03/16) 
 
 
Statements-Commisives-Expects
Locutionary Acts:
Statements:
RICH-VELVETY-
CARAMEL-
PERFECTION
Illocutionary Acts:
Commisives
Perlocutionary Acts:
To get the readers to 
expect somethings
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syrup. Unconsciously, the consumers will prefer this advertised product rather than 
others. 
 
 The headline above is about gourmet rice labelled Carolina Basmati from 
Riviana Foods Inc. In datum 4, it can be seen that the copywriters use a noun phrase 
which can be categorized as statements (declarative acts). The copywriters is 
trying to describe the quality of the product. Firstly, the phrase the authentic 
describes the authenticity about the gourmet rice. Secondly, the phrase naturally 
fragrant describes the fragrant of the product. This phrase tries to convince that this 
product is free-fragrant and 100% natural. Lastly, the phrase gourmet rice describes 
the type of the product. This product is the answer for the readers who search rice 
with gourmet quality.  From illocutionary dimension, this headline is categorized 
(Datum 4. 111/BA/03/16) 
 
Statements-Commisives-Expects
Locutionary Acts:
Statements:
The Authentic Naturally 
Fragrant Gourmet Rice!
Illocutionary Acts:
Commisives
Perlocutionary Acts:
To get the readers to 
expect somethings
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into commisives. The copywriters enrich the readers with information of the 
product such as authentic and naturally fragrant which is also showing the quality 
of the products. The perlocutionary effect is clear: consumers are shaped to expect 
gourmet quality. 
 
Advertisement 6 begins with the headline well-being begins on the inside. 
From this headline, it can be seen that the advertisers aimed to stress the benefit of 
using the products by using statements (declarative acts). The headline above is 
about a special tea product, based in Springfield, Oregon, it has been making – and 
sipping – deliciously purposeful teas for over 30 years. The advertisement 
emphasizes that every cup of Yogi Tea contains stamina, clarity, immunity, 
tranquillity, cleansing, and many more energy. The copywriters use a simple 
Statements-Commisives-Expects
Locutionary Acts:
Statements:
well-being begins on the 
inside
Illocutionary Acts:
Commisives
Perlocutionary Acts:
To get the readers to 
expect somethings
(Datum 6. 117/BA/03/16) 
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statement to describe the benefit. By using short sentence, the readers can easily 
understand the headline of the product which contains enormous information. The 
headline above may be seen as an effort to convince the readers that this product 
contains many benefits. This condition matches with an offering act which is 
included as commisives in illocutionary acts. From the whole description, it can be 
seen as an offer from the advertisers. Yogi tea offers an easy way to get a better 
feeling to the consumers. The perlocutionary effect to the readers is clear: they are 
shaped to expect that this product has hidden sensation inside the pack. 
 
The headline above is in the form of statements (declarative acts) which 
function to describe information of the product. The product is Mionetto Prosecco, 
the origins of the Glera grape, originated at least as far as the Roman times and was 
(Datum 8. 20/BA/04/16) 
 
Statements-Commisives-Expects
Locutionary Acts:
Statements:
This is not just a 
Prosecco. It's a Mionetto.
Illocutionary Acts:
Commisives
Perlocutionary Acts:
To get the readers to 
expect somethings
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a strong factor in the development of the viticulture and enology in the North-East 
of Italy. The product is the image and the Italian style which are casual and 
qualitative, not snobbish not elitist. The headline contains two statements. The first 
statement is used to describe the quality of the Mionetto Prosecco itself. From the 
very beginning, Mionetto always keep Italian heritage. Mionetto has always been a 
modern and innovative winery able to anticipate trends while maintaining at the 
same time a strong bond with the traditions of its homeland, a feature which still 
today sets it apart from other sparkling wine producers. The second statement is 
used to describe the brand, Mionetto. From illocutionary acts dimension, the 
headline is used commisives. The copywriters here do the act of guaranteeing by 
telling the readers the quality that the product is way beyond ordinary Prosecco. 
The advertisers use italic mode for the word just. This italic word role as a denial 
and also as a guarantee that this product is something remarkable. The copywriters 
convince the readers by giving a guarantee. All consumers need is a guarantee so 
that they will not hestitate to buy the product. The perlocutionary effect to the 
readers is clear: they are shaped to expect that there is a high quality Prosecco 
available in the market. 
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The headline above is about Silk, a milk brand which is concerned with a 
variety of plant-based food and beverages. This product could be an answer for 
vegan. There are no animal products, by-products or derivatives in these products, 
and the calcium the brand uses in these products is derived from natural limestone. 
All other vitamins and live cultures used to fortify these products are vegetable-
based. By using noun phrase, as a part of declarative acts or statements, the 
advertisers try to get readers attention. The statements are used to inform the readers 
that the product has smooth texture. Sugar can be a problem for several consumers, 
especially diabetics and dieters. This product offers original taste of almond. The 
almonds are produced in North America and are always non-GMO. The headline 
does the act of offering which can be categorized as commisives. This is 
(Datum 10. 39/BA/04/16) 
 
Statements-Commisives-Expects
Locutionary Acts:
Statements:
SILKY SMOOTH TASTE 
WITHOUT THE SUGAR
Illocutionary Acts:
Commisives
Perlocutionary Acts:
To get the readers to 
expect somethings
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unsweetened almond milk which is contained no sweeteners or added sugars. This 
product has the best offer for the vegan, dieters, and diabetics. The perlocutionary 
effect to the readers is clear: the readers is shaped to expect smooth texture and 
unsweetened taste from non-dairy almond milk, Silk. 
 
 
The advertisement above is about silver tequila labelled. Patrón is a brand 
of tequila products produced in Mexico by the Patrón Spirits Company. In the 
headline above, it can be seen that the copywriters use statements to state the 
making of the product. The information is mostly about the quality of the product. 
The headline is in line with the illocutionary dimension which has function of 
claiming. The example above is categorized as commisives. To a certain point, the 
copywriter believes that in order to get consumers attention they have to provide 
 (Datum 24. 77/ BA/05/16) 
Statements-Commisives-Expects
Locutionary Acts:
Statements:
PRACTICE MAKES 
PATRÓN.
Illocutionary Acts:
Commisives
Perlocutionary Acts:
To get the readers to 
expect somethings
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information which contains the quality of the product. Consumers always want 
perfection. They know the proverb, “practice make perfect”. The copywriters 
emphasize that every bottle of Patron tequila contains 100% de agave. The product 
takes more than sixty hands to craft each bottle. To get perfection in each bottle, the 
product needs excessive attention which may not sound efficient. The 
perlocutionary effect is clear: the consumers is shaped to expect perfection.
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CHAPTER V 
CONCLUSIONS AND SUGGESTIONS 
This research investigates speech acts in Bon Appétite food advertisement 
text. Based on the findings and discussion in Chapter IV, the result shows that there 
are 3 dominant type exist in Bon Appétite food advertisement. 
A. Conclusions 
1. Findings on types of speech acts used in the advertisements can be 
synthesized as follows: 
a. Declaratives are the most frequent type of locutionary acts found in Bon 
Appétite food advertisements. The use of declaratives is common in the 
advertisement since it is aimed at providing the readers with the information 
about the products.  
b. The highest frequency of the types of illocutionary acts is commisives. 
Commisives are common in advertising since advertising mainly offers the 
products to the consumers. The copywriters need to make a certain promise 
such as giving benefits or enjoyment. Therefore, the consumers would have 
an interest to buy the product or to use the service.  
c. To get the readers to expect something becomes the most dominant type of 
perlocutionary acts. The perlocutionary acts are the act of affecting someone 
to do something or in other words, creating an utterance with a function to 
have an effect on the readers. Hopefully, the copywriters can create curiosity 
toward the readers to try the advertised product.
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2. A further analyses on the speech act patterns reveals that Statements-
Commisives-Expect is the most frequent pattern. In the selected 
advertisements, the type of sentence is dominated by complete sentence form. 
Moreover, the advertisements is dominated by commisives in doing the acts 
of offering and guaranteeing. Finally, the advertisements contains 
perlocutionary acts, to get the readers to expect something about the 
advertised product.  
B. Suggestions 
Based on the results, the researcher proposes some suggestions as follows:  
1. To the Readers  
It is expected that the readers can understand that advertisement is not only 
something that people usually see in media such as television or papers, but 
also a very interesting thing with so many complexities in its linguistic 
aspects, especially the language. 
2. To the Advertisers 
Language should be appropriately used in advertisements. When done 
correctly, good advertisements will grab consumer’s attention. Therefore, the 
advertisers should pay attention to the language use especially speech acts in 
order to create clearer bridge of understanding between advertisers and 
consumers. 
3. To Future Researcher  
Since this study employs the pragmatic of advertisement text with limited 
samples, it is expected to the future researchers who hold the similar study 
76 
 
 
can undertake the research with more samples in order to give more various 
examples and explanations about the topic. 
4. To English Students  
The researcher suggests that the academic society, especially students of 
English Education Department majoring in linguistics, learn and conduct 
research on speech acts because more research needs to be conducted in 
speech acts, especially in English Education Department of Yogyakarta 
State University.
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A. DATA SHEET OF TYPES OF SPEECH ACTS IN BON APPETITE FOOD ADVERTISEMENTS 
 
Note: 18/03 
18  : Page Number 
03  : Month of the Issue 
 
LOCUTIONARY ACTS 
STT : STATEMENTS 
QUE : QUESTIONS 
CDS : COMMANDS 
 
ILLOCUTIONARY ACTS 
ASR : ASSERTIVES 
DIR : DIRECTIVES 
CVS : COMMISIVES 
EXP : EXPRESSIVES 
DEC : DECLARATIONS 
 
PERLOCUTIONARY ACTS 
knw : Get r to know 
dos : Get r to do something 
ect : Get r to expect something 
exf : Get r to express feeling 
prs : Get r to  praise
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